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Abstract 
The aim of this research is to build a conceptual model to provide clear understanding of customer loyalty. Structural equation 
modeling as a data analysis tool has been used to analyze the data collected from 1530 customers of four major supermarkets 
chains in Turkey. The results of this study indicate that customer satisfaction among others is the most important antecedent of 
customer loyalty. Customer loyalty, which is composed of three different ways:  intent to continue shopping, intent to increase 
purchases and intent to recommend the store, depend on comparative price perceptions, discount perceptions, product quality 
perceptions, service quality perceptions, value perceptions and customer satisfaction. Comparative price perceptions, discount 
perceptions and customer satisfaction have positive direct effect on customer loyalty and service quality perceptions, product 
quality perceptions, discount perceptions and value perceptions have indirect effect on customer loyalty.  
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1. Introduction 
In recent years, the retailing sector is enlarging with a dramatic change in Turkey. Customer preferences are also 
accompanied with this fast change. As dynamic structure and intense competition in retail markets increase, the need 
for supermarket retailers to use strategies focused on getting their customers to be loyal (Okumuş and Temizler, 
2006). 
Raising number of large-scale supermarkets in the last years in Turkey publicize their desires about providing 
better service and more economical products to customers by using their scale advantage. Dramatic raise in the 
number of supermarkets generated an important competitive environment in terms of price advantage, product and 
service quality. Managers operate exhaustive marketing campaigns for captivating customers to their own 
supermarkets (Duman and Yagci 2006). Customer loyalty is a substantial topic for retailers since it defines one way 
in which customers are attached to supermarkets. Retailers generally have little knowledge of the antecedent of 
customers loyalty (Cronin  et al.,2000).  
Customer loyalty is customer’s sense to buy a specific product or services in future repeatedly (Jones Thomas 
and Sasser Earl, 1995). Customer loyalty is defined as an interplay between customers’ relative behavior towards a 
brand or store, and their repeated purchase behaviour towards that brand or store (Dick and Basu, 1994). According 
to Rhee and Bell (2002), customer loyalty is a significant sign of store health.  
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From the related  literature, customer loyalty is defined by choosing the same store, a high proportion of a 
positive word of mouth, frequent repurchase intention and willingness to pay higher prices (Topcu and Uzundumlu, 
2009). 
In this study, customer loyalty is measured using parameters such as customers’ willingness and intention to 
purchase in future and, their choice behaviour. The main propose of this research is to determine the antecedents that 
affect supermarket customers loyalty and to test the relationship among these. Based on the previous research on 
supermarket customers’ behaviour, the effects of six different major antecedents (comparative price perceptions, 
discount perceptions, product quality perceptions, service quality perceptions, value perceptions and customer 
satisfaction) on customer loyalty are tested. To measure latent variables and to test the all the relationships among 
these variables in the research model, structural equation modeling (SEM) has been used to analyze the data 
collected from 1530 customers of four major supermarkets chains operating in Turkey. We start with description of 
the research design followed by the results, conclusions and discussion are presented. 
2. Method 
2.1. Conceptual Model For Customer Loyalty 
The conceptual model of this study comes from the works from several disciplines such as retailing, costumer 
behaviour, marketing, and psychology. The model of customer loyalty  proposed in this paper is an adaptation of a 
model proposed by Sirohi, Mclaughlin, Wittink (1998).The conceptual model has seven antecedents of loyalty based 
on the various areas in which the survey questions were asked. Our prime interest is in assessing some disregarded 
antecedents of customer loyalty (CS) in terms of comparative price perceptions (CPP), discount perceptions(DP), 
product quality perceptions (PQP), service quality perceptions(SQP), value perceptions(VP) and customer 
satisfaction (CS).  
 
2.2. Data And Measures 
Sample used in this study consists of 1530 customers shopping from 102 stores belonging to four Turkish 
supermarket chains in Istanbul. The data were obtained applying a questionnaire to 15 customers for each of  102 
stores. A face-to-face interview survey is conducted to collect data. The sample was found to be representative for 
the costumers of the local supermarket chain in terms of gender, age, number of household members ad net 
household income. The design of the questionnaire was based on multiple-item measured scales that have been 
validated and found to be reliable in this research. All determinants were measured on ten-point Likert scales 
ranging from completely disagree to completely agree. The measurement items of the different antecedents 
(comparative price perceptions, discount perceptions, product quality perceptions, service quality perceptions, value 
perceptions, satisfaction and loyalty) and their origin are shown in Table 1. Table 1 provides the results of the 
measurement model after the unreliable items were eliminated.  
2.3.  Results 
Maximum likelihood estimation was applied to the covariance matrix in order to test the structural equations 
model in Mplus 6.1 The chi-square value is significant   (5558.829 with 1160 degrees of freedom), a finding not 
unusual with large sample sizes. In general the indicated fits are adequate, including RMSEA; which is 0.050 with 
p= 0.604, and SRMR being 0.041, CFI: 0.948, TLI= 0.945 comparing our absolute and incremental fit indices with 
the generally recognized levels of fit indices (Baumgartner and Homburg, 1996). 
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Table 1. The Results Of The Measurement Model 
 R2 Loading Standard  
Erorr 
Comparative Price Perceptions  (Srohi, et al.,1998, Chang and Wildt,1994) Cronbach’sα = 0.947 
When I compare the alternative supermarkets, in general the product prices of this 
supermarket are more appropriate. 
0.842 1.000 0.000 
When I compare the alternative supermarkets, the product prices of this supermarket 
are cheaper than the other supermarkets. 
0.899 1.010 0.015 
When I compare the alternative supermarkets, I can buy the same products at a low 
price in this supermarket. 
0.811 0.936 0.016 
When I compare the other supermarkets, I save more money. 0.841 0.952     0.015 
Discount Perceptions  (Grewal et al., 1998) Cronbach’sα = 0.928 
Some products are cheaper through market special card. 0.671 1.000 0.000 
Gifts are given for purchases over a certain amount. 0.850 1.108     0.024   
Gift points are given for purchases over a certain amount. 0.854 1.121 0.025 
Service Quality Perceptions ( Cronin et al., 2000) Cronbach’sα = 0.975 
Staff have clean and smooth appearance. 0.698 1.000 0.000 
Staff are concerned with customers. 0.712 1.069         0.023      
Staff have knowledge about products and campaigns. 0.764 1.054 0.024 
Staff have enough experience to help customers. 0.733 1.079 0.023 
Staff are affable. 0.782 1.080 0.023 
Staff are polite and respectful. 0.784 1.061     0.023 
Staff are easy to reach. 0.772 1.028     0.023 
Easy to communicate with staff. 0.779 1.058 0.023 
Staff  give understandable responses to questions. 0.774 1.097 0.023 
Staff are reliable. 0.800 1.006     0.023 
There is a sales person who is ready to help at any moment. 0.738 1.045 0.027 
Staff strive to understand my needs. 0.619 1.005 0.024 
Staff service friendly and sincerely. 0.679 1.032 0.024 
Cashiers are careful. 0.711 0.966 0.025 
Operations at payment points are reliable. 0.630 0.878 0.025      
Product Quality Perceptions (Sirohi, et al.,1998) Cronbach’sα = 0.954 
The products of vegetable-fruit department are very high in quality. 0.553 1.000 0.000 
The products of meat-fish department are very high in quality . 0.663 0.987 0.024 
Hot/frozen ready-made foods are very high in quality. 0.720 0.983 0.023 
The products of bakery department are very high in quality. 0.774 1.019     0.024 
Packaged-frozen products are very high in quality. 0.771 0.985 0.023 
Not packaged dried foods (dried beans, pasta, grain,…) are very high in quality. 0.775 0.925 0.024 
Milky products are very high in quality. 0.665 0.913     0.024 
I found the products with the brand name which I look for. 0.680 0.859 0.027 
There are no out-of-date products on shelves. 0.517 0.819 0.025 
In general, products of this supermarket are very high in quality. 0.537 0.923 0.023 
Value Perceptions (Balton and Drew,1991;Grewal et al,.1998) Cronbachα =0.927 
I get from this supermarket in return for money, time and effort. 0.706 1.000 0.000 
In general, I shop well with this supermarket. 0.799 1.024 0.019 
Spent money and time to shop this supermarket gives me what I wish. 0.804 1.055 0.020 
Customer Satisfaction  (Brumly,2002) Cronbach’sα = 0.959 
I think, shopping with this supermarket is a good decision. 0.824 1.000 0.000 
This supermarket takes customer satisfaction as a goal. 0.775 0.961 0.020 
I am satisfied with preferring this supermarket. 0.758 1.009 0.019 
I am satisfied with shopping this supermarket. 0.800 1.009 0.019 
In general, I am satisfied with this supermarket. 0.805 0.985 0.020 
I am satisfied with pricing to product quality by this supermarket. 0.759 1.012 0.022 
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I am really satisfied with this supermarket. 0.718 1.025 0.021 
Customer Loyalty (Sirohi et al.,1998; Ruytervd,1998) Cronbach’sα = 0.954 
I plan to do the big part of my future shopping with this supermarket. 0.767 1.000 0.000 
If I go shopping today, I will go this supermarket again. 0.757 0.880 0.021 
I purchase the big part of my shopping with this supermarket 0.665 1.106 0.021      
When I go shopping, I firstly consider this supermarket  0.818 1.174 0.021 
When I go shopping, this supermarket is my first choice. 0.860 1.169 0.021 
I feel myself as a loyal customer to this supermarket. 0.774 1.143 0.023      
I like shopping with this supermarket even if other alternatives are exist. 0.535 0.727 0.021 
 
Table 2 shows the detailed results related to the structural model. All hypothesized direction, implying support 
for our conceptual model. The indicators used for PQP and SQP are parallel to those used for measuring service 
quality in existing literature. Therefore, our first interest is to establish whether PQP and SQP are two distinctive 
constructs or part of single service quality construct. We answered this question by testing for discriminant validity 
of the constructs and we refer to PQP and SQP as the two service quality constructs as done by Sirohi  at al. 1998. 
Using structural equation modeling, customer satisfaction is found the most critical antecedent of customer loyalty. 
Customer loyalty, measured by intent to continue shopping, intent to increase purchases and intent to recommend 
the store, depend on comparative price perceptions, discount perceptions, product quality perceptions, service 
quality perceptions, value perceptions and customer satisfaction. Our result show that, comparative price 
perceptions, discount perceptions and customer satisfaction have positive direct effect on customer loyalty and  
service quality perceptions, product quality perceptions, discount perceptions and value perceptions have indirect 
effect on customer loyalty. All of the antecedents of customer loyalty explain 63.5% of its variance. Customer 
satisfaction depends on comparative price perceptions, service quality perceptions and value perceptions and 
together explain 81.5% of its variance. We further find that perceived value does play an important role in the 
determination of customer satisfaction. According to research findings, service quality perceptions, product quality 
perceptions and discount perceptions are major factors that affect customers’ product quality perceptions. 
Table 2. The Results Of The Structural Model 
 
Latent variable  Hypothesis Estimate Standard  
Erorr 
t -value 
Service Quality Perceptions (SQP) → Product Quality Perceptions 
(PQP) 
H1 0.653 0.027 23.859 
Discount Perceptions (DP) → Product Quality Perceptions (PQP) H1 0.049 0.015 3.376 
Service Quality Perceptions (SQP) → Value Perceptions (VP) H2 0.155   0.025 6.090 
Product Quality Perceptions (PQP) → Value Perceptions (VP) H3 0.468 0.026 18.312 
Discount Perceptions (DP) → Value Perceptions (VP) H4 0.035 0.012 2.837 
Comparative Price Perceptions (CPP) → Value Perceptions (VP) H5 0.220 0.014 15.449 
Value Perceptions (VP) →  Customer Satisfaction (CS) H6 0.820   0.024 34.520 
Service Quality Perceptions (SQP) →  Customer Satisfaction (CS) H7 0.144 0.017  8.338 
Comparative Price Perceptions (CPP) →  Customer Satisfaction 
(CS) 
H8 0.046 0.011 4.213 
Customer Satisfaction (CS) →  Customer Loyalty (CL) H9 0.833 0.027 30.628 
Discount Perceptions (DP) →  Customer Loyalty(CL) H10 0.071 0.013 5.337 
Comparative Price Perceptions (CPP) →  Customer Loyalty(CL) H11 0.113 0.016 7.104 
Squared multiple  correlation for structural equations (R2)  
Product Quality Perceptions (PQP) 0.385 
Value Perceptions (VP) 0.539 
Customer Satisfaction (CS) 0.815 
Customer Loyalty (CL) 0.635 
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3. Discussion And Conclusion 
Instead of making a new customer than to retain an existing customer provides greater profitability. With this 
truth, loyalty models gain great importance especially in retailing sector. In this study, the intentions to “go on 
purchasing”, “improve future purchases” and “advise store to others” are used as customer loyalty intention 
measures at a supermarket retailer. We model the linkages between antecedents (formulated as latent constructs) 
such as the comparative price perceptions, discount perceptions, product quality perceptions, service quality 
perceptions, value perceptions and customer satisfaction and estimate their effects on current customers' loyalty 
intentions, using structural equation modeling. The results from this latent variable structural equation model assist 
supermarket managers providing beneficial information. Perceived service quality affects value perception and 
customer satisfaction, besides perceived product quality is also affected from the perceived service quality. The 
indirect effects of perceived service quality are more influential than the direct effect of discount perceptions. 
Therefore, the store managers consider quality (both service and product) as basics of customer satisfaction along 
with customer loyalty. 
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